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NEW REPEAT AD STUDY 
WILL BEGIN THIS FALL 


Details of plans for LARI's study on the effectiveness of repeated adver- 
tisements will soon be announced to subscribers. In order to make this 
study as comprehensive as possible, advertisers and publishers not be- 
longing to the Institute will also be invited to participate. Advertisers 
will be asked to repeat at least one ad four times under prescribed con- 
ditions. 


Findings of a similar-type study made in 1947-48 indicated that an ad 
could be repeated up to four times in the same publication "without los- 
ing readership effect."' Purpose of new study is to ascertain if these 
findings still hold in view of present practice to repeat ads more fre- 
quently. New study will also cover more publications and more repeat 
cycles than previously undertaken. 


FOUR NEW TRUSTEES 
NAMED TO IARI BOARD 


Edward R, Bartley, Manager of Marketing Research, B. F. Goodrich 
Co.; Albert M. Cherry, Sales Promotion & Advertising Manager, Re- 
liance Electric & Engineering Co.; and Robert D. Towne, President, 
W. L. Towne Co., Inc., have been elected by LARI subscribers to serve 
as Trustees for the three years 1960-63. 


Recently elected as Chairman of AIA, Jay M. Sharp, General Manager 
of Advertising, Aluminum Co. of America, will also serve as a Trustee. 
He replaces H. A. Harty, Manager, Advertising & Sales Promotion, 
Wolverine Tube and past AIA Chairman, 


Retiring from the IARI Board are Charles Farran, President, The Gris- 
wold- Eshleman Co.; Ralston B, Reid, Manager, Advertising & Sales 
Promotion, Apparatus Sales Div., General Electric Co.; and George H. 
West, Director of Advertising & Public Relations, Consolidated Electro- 
dynamics Corp. 





INTERIM REPORT ON COPY CHARACTERISTICS 
DUE FOR RELEASE THIS MONTH 


A report summarizing the exploratory work being done to determine 
factors leading to high ad scores has beenprepared and will soon be re- 
leased to IARI subscribers. 


Included in this report are the observations resulting from the multiple- 
correlation analysis of various layout and copy characteristics as pre- 
sented at the recent Institute Research Forums in New York and Chicago. 
Becoming a part of LARI's continuing Report #6 covering the areas of ad- 
vertising readership, this interim report will be available only to Insti- 
tute subscribers. 


ACROSS THE EDITOR'S DESK 


“An Analytical Approach to Advertising Expenditure Strategy" was re- 
cently released by the Association of National Advertisers. Written by 
Robert S. Weinberg, IBM's market research manager, this 140-page 
report presents the use of mathematical models for determining the 
most profitable advertising expenditure. This report may be obtained 
from ANA, 155 East 44th St., New York 17, N. Y., at $5 per copy. 


IN A TRADE SHOW EXHIBIT 
IT'S CONTENT THAT COUNTS 


As in other advertising media, the purpose of an exhibit is to transmit 
ideas about a product which will help in selling that product. 


This simple but important conclusion runs through the findings of IARI 
Report #7, "How to Get More Value from Trade Show Exhibits." To 
help you put the right contents in your exhibits see Chapter V for a dis- 
cussion of these 7 basic selling factors uncovered by this study: 


@ Easily Communicated Product Features 
and Benefits 

Functional Animation 

Demonstration 

Unitization of the Exhibit 

Product Application 

Simplicity 

Believability. 





WHEN IS RESEARCH PROMOTION 
AND WHEN IS PROMOTION RESEARCH? 


"Just give me the facts I can mix up when I quote you." Too often it's 
that type of promotion twist which advertisers are forced to be on guard 
against. It places the media selector in the middle of a battle of wits 
between the research director and promotion director. 


As a means of helping to cope with this problem, the Institute prepared 
its Report #4, "Yardsticks for Evaluating Industrial Advertising Re- 
search, "' Advertisers and agencies will find the check-list format of 
this report a real time- saver in determining the value of many pieces 
of "research," 


FIVE NEW SUBSCRIBERS 
ADDED TO IARI MEMBER SHIP 


IARI welcomes the addition of the following advertiser- subscribers: 


American Type Founders, Elizabeth, N.J. 
Chippers Inc., Chicago 
Youngstown Sheet & Tube Company. 


The recent agency additions are: 


Gaylen E. Broyles Co., Inc., Denver 
H. L. Ross Advertising, Indianapolis. 


NOW IS THE TIME TO REVIEW 
YOUR INQUIRY HANDLING SYSTEM 


As part of LARI's new study oneffectiveness of repeated ads (see Page 1), 
participants may make a bid forinquiries by offering a catalog, booklet, 
etc. in their test ads. However, participants will be asked to keep a 
record of inquiries from each insertion and report their results to IARI. 


How well you will be able to capitalize on the worthwhile business leads 
resulting from these inquiries will depend upon the efficiency of your 
system to screen, refer and follow-up. For a run-down of the basic re- 
quirements necessary for practical operations, including sample forms 
and records, see the 12-page Section III of IARI Report #1, "A Study of 
Methods for Handling and Evaluating Industrial Advertising Inquiries. "' 





PROGRESS REPORT ON 
INSTITUTE STUDIES UNDER DEVELOPMENT 


Reports now scheduled for publication: 





"A Statistical Study of Copy Characteristics" 
(First interim report to be released this month) 


“Techniques and Standards of Mailed Readership Questionnaires" 
(Publication scheduled for this Fall) 


“Establishing and Maintaining Direct Mail Lists) 
(Publication scheduled for this Winter) 


“Effectiveness of Repeated Advertisements" 
(Publication scheduled for next Summer) 


Other projects in various stages of completion: 





_"A Study of Direct Mail Reading Patterns" 

"How to Merchandise Industrial Advertising and Sales Promotion" 
"Who Does the Buying in Industry?" 

“Use of Market Evaluation Data in the Advertising Plan" 

"A Study of Reader Profiles" 

"How to Make Your Industrial Catalogs More Effective" 


"Bibliography of Industrial Marketing Research Material" 
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